Purpose -The purpose of this research is to explore the impact of perceived counterfeit proliferation (PCP) on fi ve luxury brand values of an original luxury fashion brand. This research also explores the correlations between luxury brand values and patronage intention.
INTRODUCTION
Luxury fashion brand counterfeiting is currently a problem at a global level. The estimated total value of counterfeits sold worldwide is as high as 1.8 trillion US dollars (The Economist, 2015) . Moreover, according to the Business Action to Stop Counterfeiting and Piracy (BAS-CAP), the number of counterfeits has grown over 10,000 percent over the past twenty years (Lowe, 2013) .
Amidst the growing problems of counterfeits worldwide, publications on the antecedents to counterfeit consumption are abundant. However, more research is needed to better understand how counterfeit products aff ect authentic luxury brand users and the authentic brands themselves (Amaral & Loken, 2016) . Thus, this research aims to contribute to the better understanding of how counterfeit proliferation aff ects luxury brand values and how these values aff ect patronage intention.
Theoretically, counterfeit products should serve to tarnish the image and brand values of the original luxury brands due to their severe loss in exclusivity and uniqueness (Hieke, 2010; Hilton, Choi & Chen, 2004) . However, some research maintains that counterfeits do not devalue the original luxury fashion brand (Hieke, 2010; Nia & Zaichkowsky, 2000) . Some even assert that counterfeits actually benefi t the authentic brands (Gabrielli, Grappi & Baghi, 2012; Romani, Gistri & Pace, 2012) . On the other hand, Commuri (2009) suggests that counterfeits negatively aff ect consumers' brand patronage. Amaral and Loken (2016) also show that counterfeits actually have adverse eff ects on the prestige-attitude towards the original luxury fashion brands. Therefore, evidence on the effects of counterfeits on original luxury brands remains inconclusive.
To the best of our knowledge, very few past studies have comprehensively studied how counterfeit proliferation aff ects the diff erent dimensions of luxury brand value. According to Vigneron and Johnson (2004) , luxury brand value can be divided into quality value, hedonic value, conspicuous value, extended-self value, and uniqueness value. It is highly possible that counterfeits only aff ect some dimensions of brand value while not aff ecting others. As brand value aff ects consumers' preference for the brand (Armstrong & Kotler, 2013; Tynan, McKechnie & Chhuon, 2010) , it is important to investigate how counterfeit proliferation aff ects all the brand value dimensions in order to get a complete picture.
In order to address the gaps mentioned above, this study aims to explore how perceived counterfeit proliferation aff ects the original brand's fi ve luxury brand values and how those fi ve brand values aff ect consumer patronage intention. In particular, this research aims to answer the following research question: What is the impact of perceived counterfeit proliferation on the fi ve luxury brand values of an original luxury fashion brand and how do those brand values aff ect consumer patronage intention?
The contribution of this research is twofold. First, it provides a better understanding of how counterfeit proliferation aff ects the fi ve luxury brand values of the original brand. Second, it contributes to a better understanding of how the fi ve luxury brand values aff ect luxury brand patronage intention. Therefore, this research helps to comprehensively identify which of the fi ve luxury brand values are aff ected by counterfeit proliferation and which of these fi ve values are related to patronage intention. The results will help academicians get a more complete picture of the impact of counterfeit proliferation on luxury brand values and patronage intention. Brand managers will also be able to better manage their brands by gaining more insight on which brand values actually infl uence their sales performance.
It is important to note that this study will focus on the luxury fashion brand, Louis Vuitton, which is one of the most popular luxury fashion brands and among the most counterfeited according to our interviews with respondents. 
LITERATURE REVIEW

Luxury brand value
Brand value refers to the total benefi t that customers receive from a brand and, once leveraged, allows the brand to achieve superior current and future returns (Keller, 2016; Lassar, Mittal & Sharma, 1995) . Luxury brand value therefore refers to the total benefi t that customers will get from consuming luxury brands. Vigneron and Johnson (2004) proposed that there are fi ve dimensions to luxury brand value: quality value (QV), hedonic value (HV), conspicuous value (CV), extended-self value (EV), and uniqueness value (UV).
Quality value (QV) is the superior quality of luxury products expected by consumers when compared to non-luxury products (Vigneron & Johnson, 2004 Dubois and others (2001) also suggested that the relationship between the concept of luxury and quality is so strong that the two words are almost equivalent. As the authors above generally agree that superior quality is what consumers seek from luxury fashion brands, we argue that a luxury fashion brand's QV is directly related to consumers' patronage intention (PI).
H1: The quality value of an authentic luxury fashion brand will have a positive impact on consumers' intention to patronize the brand.
Hedonic value (HV) represents the sensory pleasures and rewards consumers receive through the consumption of luxury brands (Vigneron & Johnson, 2004) . Compared to the work by Sheth and others (1991) and Sweeney and Soutar (2001) , this concept is equivalent to emotional value. HV is conceptually inner-directed and does not involve interpersonal infl uence (Vigneron & Johnson, 2004) . Inner-directed, in this context, means that the satisfaction judgment is based only on the product and the consumer's own self (Kahle, 1995; Vigneron & Johnson, 2004) . Consumers who consume luxury brands mainly on the brands' HV are usually not infl uenced by pressure from group norms (Flynn, Goldsmith & Pollitte, 2016; Kahle, 1995) .
A study by Wiedmann, Hennigs and Siebels (2009) revealed that sensory pleasures and self-enjoyment experienced during the use of a luxury brand are among the benefi ts that consumers sought through luxury brand consumption. Since luxury consumption is highly hedonic (Dubois et al., 2001) , we argue that a luxury fashion brand's HV is directly related to consumers' intention to patronize the brand.
H2:
The hedonic value of an authentic luxury fashion brand will have a positive impact on consumers' intention to patronize the brand.
Conspicuous value (CV) is the value that allows users to convey status and membership of an aspirational group through the use of a luxury brand (Vigneron & Johnson, 2004; Wiedmann et al., 2009) . Therefore, CV is mainly derived from how consumers are able to improve the way they are perceived and feel socially accepted by other people. Compared to the work by Sheth and others (1991) and Sweeney and Soutar (2001) , CV is equivalent to the concept of social value.
According to the Theory of the Leisure Class (Veblen, 1989) , people generally try to distance themselves from those of a lower social class while aspiring to be accepted by members of the higher class. Goldsmith Extended-self value (EV) is the value derived from the consumers' ability to portray their self-concept through the use of a luxury brand (Vigneron & Johnson, 2004) . Apart from functional purposes, consumers also use luxury brands to portray their desired self-image (Belk, 1988; Dittmar, 1994) . Sirgy (1985) and Sirgy, Grewal and Mangleburg (2000) suggested that consumers generally adopt brands that have images congruent to the self-identity that they wish to convey; hence, they are less likely to adopt brands that do not convey the desired image. Following this line of logic, we can conclude that consumers generally seek to incorporate the desired symbolic meanings of luxury brands into their own self-identity (Holt, 1995; Vigneron & Johnson, 2004; Wiedmann et al., 2009 ). Therefore, we argue that the EV of a luxury brand positively aff ects consumers' intention to patronize the brand.
H4:
The extended-self value of an authentic luxury fashion brand will have a positive impact on consumers' intention to patronize the brand.
Uniqueness value (UV) is the value derived from possessing scarce goods that others cannot access (Vigneron & Johnson, 1999; Vigneron & Johnson, 2004) . UV studied in this research is conceptually distinct from EV. This is because UV is derived from the possession of goods that are unobtainable by others, while EV is derived from consumers' ability to portray an exclusive image through the use of a luxury brand. Lynn (1991) reported that the more the supply of a product is perceived to be limited, the more consumers' preference for the brand is enhanced. Dubois and others (2001) and Chen and Lamberti (2015) also reported that scarcity and uniqueness form one of the facets of luxury brands. Luxury products in the minds of consumers are those that require uncommon skills to manufacture and, thus, cannot be mass-produced. According to the Commodity Theory, "any commodity will be valued to the extent that it is unavailable" (Brock, 1968, p. 246 as cited in Lynn, 1991) . Therefore, we argue that the UV of a luxury brand positively aff ects consumers' intention to patronize the brand.
H5: The uniqueness value of an authentic luxury fashion brand will have a positive impact on consumers' intention to patronize the brand.
The patronage intention (PI) construct will be used to conceptualize consumers' intention to patronize the brand. This construct is used in place of purchase intention to refl ect the fact that the construct not only measures the respondents' intention to purchase the product but also their intention to refer the product to others. Even though past studies, such as those ones by Moon, Chadee and Tikoo (2008) and Hieke (2010) , have included an item on the intention to recommend the products to others as a measurement item for purchase intention, we feel that the term "patronage" would better refl ect the phenomenon for luxury brands. Therefore, the patronage intention (PI) construct will be used in this research.
Perceived counterfeit luxury brand proliferation
Past studies, such as those by Fournier (1998), Hellofs and Jacobson (1999) and Commuri (2009) have suggested that fake products contribute to the loss of exclusivity of the original brand. Lee (2011) also reported that consumers believe that counterfeit products damage the original luxury brand's image because they cause the original products to be less rare.
Despite evidence on how counterfeit luxury products may damage the uniqueness of the original brand, very few studies have tried to quantitatively explore the manner in which the perceived proliferation of counterfeit products aff ects the values of original luxury brands. Also, no measurement scales have been developed to measure perceived counterfeit proliferation. Therefore, measurement scales for perceived counterfeit proliferation (PCP) will be developed in this research. We would defi ne the PCP construct as the consumers' perception of how much counterfeit luxury fashion brand products are being proliferated, as refl ected by how much they are, or will be, available on the market and how much they are being adopted by other consumers.
As the proliferation of counterfeits causes consumers to feel that the original brand is less rare (Commuri, 2009; Fournier, 1998; Hellofs & Jacobson, 1999; Lee, 2011) , it is logical to conclude, based on the Commodity Theory (Brock, 1968 as cited in Lynn, 1991) , that the perceived proliferation of counterfeit products negatively aff ects the UV of the original luxury brand.
H6: Perceived counterfeit proliferation will have a negative impact on the uniqueness value of the original luxury fashion brand.
PCP can also have an impact on a luxury brand's EV. Counterfeit luxury brand users are generally viewed as being less affl uent or located at the lower levels of the social hierarchy (Chuchinprakarn, 2003; Commuri, 2009; Gentry, Putrevu & Shultz, 2006). When counterfeit luxury products are widely adopted, the negative images of counterfeit users can spillover onto the users of the genuine brand (Amaral & Loken, 2016) . This serves to dilute the image of luxury fashion brands and, hence, the ability for consumers to construct their desired self-image through the use of the brands. We therefore argue that PCP will correlate negatively with the original luxury fashion brand's EV.
H7: Perceived counterfeit proliferation will have a negative impact on the extended-self value of the original luxury fashion brand.
Similar to EV, PCP can also aff ect a luxury brand's CV. When counterfeits are proliferated throughout the market, it is possible that they will be adopted by nonmembers of the aspirational groups. Simmel (1957) mentioned that adoption of a fashion by the mass can obliterate the status signaling vibe of the fashion. Yang and Mattila (2014) also found that status-seeking consumers exhibit a negative attitudinal change towards luxury brands when they become aware that those brands are being adopted by less affl uent masses. As counterfeit luxury products carry the trademark of the original brands (Wang & Song, 2013) , counterfeit proliferation can aff ect the original brand through the trademark link (Amaral & Loken, 2016) . We therefore argue that CV is negatively aff ected by PCP.
H8: Perceived counterfeit proliferation will have a negative impact on the conspicuous value of the original luxury fashion brand.
HV, on the other hand, should not be aff ected by counterfeit proliferation. HV, as discussed above, is conceptually inner-directed and does not involve interpersonal infl uence (Vigneron & Johnson, 2004) . PCP, on the other hand, involves interpersonal comparison. That is, it involves the perception of how much counterfeit products of a luxury brand are being used by other people. Therefore, we argue that PCP is not related to the HV of the original brand.
H9: Perceived counterfeit proliferation will have no signifi cant impact on the hedonic value of the original luxury fashion brand.
Lastly, PCP is a construct that involves consumers' perception of how much counterfeit products are being widely available or adopted by the general public. This is conceptually not related to the quality of the original brand. We therefore argue that PCP is not related to the QV of the original brand.
H10: Perceived counterfeit proliferation will have no signifi cant impact on the quality value of the original luxury fashion brand.
Figure 1 outlines the research framework and all the hypotheses developed above.
As Louis Vuitton (LV) was studied in this research, consumers who do not know LV were excluded from the study. Also, since the possession of counterfeited LV products can aff ect respondents' opinion towards the brand values of LV, the respondents who reported owning counterfeited LV were excluded from the study. This was done to prevent any possible confounding factors that might aff ect the luxury brand value apart from PCP. In the end, a total of 220 surveys were used for the analyses. The demographic information of the respondents is summarized in Table 1 . 
Sample
Samples were collected from male and female consumers living in Bangkok, Thailand. Thailand was selected because it has the largest luxury goods market in Southeast Asia (Deloitte, 2015) , and Bangkok would be the best city to collect the data because the customers of luxury products are concentrated there (Euromonitor, 2016) . Thailand has also long been experiencing problems with counterfeit traffi cking (Commuri, 2009), and counterfeit luxury brand products are available in multiple markets in Bangkok (Ehrlich, 2015) . Therefore, Thailand would very much be a suitable location to conduct our study. 
PCP measurement scale development
In developing the measurement items for PCP, data from related studies were used. Romani and others (2012) and Wang and Song (2013) suggested that counterfeit market availability All measurement items were translated into Thai language by a professional translator. The translated items were then verifi ed by marketing academic experts for their contextual suitability before being back translated by a diff erent translator. In the case in which the back translation did not agree with the original English version, discussions were made until agreement was reached. All items were measured using a does have an eff ect on consumer's attitude towards genuine luxury brand. Commuri (2009) has also reported that genuine luxury brand users feel that counterfeits have increased in number and that their attitude towards the genuine brand is aff ected when they see counterfeit products being used by other people.
Using the related fi ndings described above, three measurement items were created based on three main ideas: perceived counterfeit market availability, perceived counterfeit adoption, and the potential for counterfeits to increase in number in the future. The measurement items created are listed in Table 3 . The measurement items were translated into the Thai language according to the procedures described in section 3.2.1. Scale validation was divided into two phases. In the fi rst phase, the items were initially verifi ed for their relevancy and face validity by in-depth interviews with eight interviewees.
The interviewees were males and females aged 23 to 41 with above average household incomes and were all current customers of luxury fashion brand products at the time. One example of an interviewee was a female, aged 23, who was the daughter of a jewelry shop owner. Another interviewee was a male senior business executive, aged 37, with a salary of more than THB 500,000, or approximately USD 15,000 per month. The respondents felt that Louis Vuitton (LV) was heavily aff ected by counterfeiting. When asked about the reason why, all the respondents cited the fact that they had witnessed or are aware of counterfeit LV products being worn in public. All of the respondents also reported that they knew where counterfeit LVs were being sold. Five of the respondents also expressed concerns that counterfeit products may increase in number in the near future. This result supports the claim that the measurement items in Table 3 would successfully measure the PCP construct.
After the interview, the measurement items listed in Table 3 were presented to the interviewees, who were then asked whether the items conceptualize luxury brand counterfeit proliferation. All the respondents confi rmed that the items captured the concept and that the wording is clear and concise.
In the second phase, PCP measurement items were quantitatively tested with 50 respondents using the principal component exploratory factor analysis. Items were measured using a 7-point Likert scale, ranging from "strongly disagree" to "strongly agree." The results of the analysis demonstrated that all the items loaded signifi cantly onto one construct, proving their suitability as measures of PCP. The construct also showed satisfactory reliability and convergent validity during the initial construct testing.
To control for the diff erences in brand values inherent in diff erent luxury fashion brands, only one luxury fashion brand was subsequently studied. Using more than one luxury brand would have introduced confounding factors to our study because luxury brand values would be aff ected not only by PCP but also by the preexisting diff erences in the diff erent brands. The luxury fashion brand qualifying for our study had to be accepted generally as a luxury brand and also had to be a brand that was experiencing a counterfeiting problem. During the in-depth interviews, respondents revealed that Louis Vuitton (LV) is the most well-known luxury brand and is a good representation of a luxury fashion brand that is being counterfeited. Therefore, the brand Louis Vuitton was selected for our study.
RESULTS
The partial least square structural equation modeling (PLS-SEM) technique was used to analyze the data. The analysis involved two stages. First, the measurement model was assessed, and second, the structural model was assessed. In regard to measurement model assessment, item loadings, construct reliability, internal consistency, and convergent and discriminant validity were tested. After the assessment, it was discovered that QV_6 did not suffi ciently load onto the QV construct and was therefore dropped.
After the item refi nement, each construct showed Cronbach's α values ranging from 0.716 to 0.877, indicating that all the constructs had satisfactory levels of construct reliability (Fornell & Larcker, 1981 All the constructs passed the discriminant validity test by having square root AVE values greater than all the correlations among all other constructs (Hair et al., 2010; Hulland, 1999) . Also, as shown in Table 6 , all the items signifi cantly (p<0.01) loaded onto their corresponding constructs, with the loading coefficients greater than all the cross-loadings. This confi rms the discriminant validity of each construct (Hair et al., 2011) . Even though some of the item loadings for QV did not reach 0.7, the resulting Cronbach's α, composite reliability, and AVE values demonstrated that the problem was not severe. The outer loadings, alpha reliability coeffi cients, AVE values, and composite reliability for all the constructs are provided in Table 4 , and the construct correlation matrix is illustrated in Table 5 . In terms of structural model evaluation, the signifi cance of each path coeffi cient was assessed using the t-values. The critical t-values for significant path coeffi cients are 1.65 (at a 10-percent level), 1.96 (at a 5-percent level) and 2.58 (at a 1-percent level) (Hair et al., 2011; Wong, 2013 As can be seen from Figure 2 , PCP has a significant negative impact on UV with beta coefficient of -0.245 (p < 0.05). This means that Hypothesis 6 can be accepted at a 0.05 signifi cance level. However, PCP was found to have no significant impact on any other luxury brand values (QV, HV, CV, or EV). The means that Hypotheses 7 and 8 cannot be accepted while Hypotheses 9 and 10 cannot be rejected. Numerical results are summarized in Table 7 and fi ndings will be discussed in the next section. The study by Commuri (2009) revealed that consumers in Thailand and India can tell authentic and counterfeit luxury products apart. The consumers' ability to tell the diff erence between genuine and counterfeit products is possibly the factor that prevents the negative images of the counterfeit users from being transferred to the original brand.
When consumers can tell genuine article and counterfeits apart, the connection between the images of counterfeit users and the original brand is destroyed. Penz and Stöttinger (2008) suggested that consumers' attitudes towards counterfeits are negative, but that the cognitive concepts of counterfeits and original brands
DISCUSSION AND IMPLICATIONS
This study contributes to the better theoretical understanding of how perceived counterfeit proliferation aff ects the fi ve luxury brand values of the original luxury fashion brands for consumers in Southeast Asian region. Insight into how the brand values relate to patronage intention was also gained. The present study revealed that consumers in Southeast Asian countries such as Thailand place most emphasis on hedonic value, followed by extended-self and quality value when making decisions on luxury fashion brand patronage. This suggests that Southeast Asian consumers give more importance to personal motives (hedonic and extended-self value) than to interpersonal motives (conspicuous, uniqueness, and quality value) (Vigneron & Johnson, 2004) . It can hence be argued that Southeast Asian consumers such as those in Thailand consume luxury brands as a means of self-fulfi llment rather than a means of status portrayal.
In terms of managerial implications, results suggested that brand managers should pay extra attention to the sensory pleasures that customers derive from luxury fashion brands. This also includes enhancing the in-store experience to increase satisfaction. In addition, it is important for brand managers to make sure that their brands convey the images that align with what their target customers wish to portray. Failing to do so might ultimately result in the loss of market share. Quality is another thing brand managers should never forget to pay attention to. Workmanship and performance reliability are what every customer expects from a luxury fashion brand. Therefore, not being able to keep up with the quality standard may serve to damage the brand value.
Lastly, even though counterfeit proliferation has proved to only negatively aff ect uniqueness value, which does not have any signifi cant relationship with patronage intention, luxury fashion brand managers should not stop making their products distinct from counterfeits. This is so because consumers are currently able to tell genuine products and counterfeits apart. However, once counterfeits have been developed to the extent that it is hard to distinguish between the real and the fake, counterfeit proliferation might begin to have a negative impact on other brand values.
LIMITATIONS AND FUTURE RESEARCH
Despite its contributions, this research study does have some limitations. First, it was conducted in Thailand, where the culture is inherently diff erent from that of Western countries. As discussed earlier that culture could possibly aff ect consumers' emphasis on the diff erent dimensions of brand value when consuming luxury products, and it is highly likely that results would be diff erent if this research was conducted in Western countries. Therefore, since culture is beyond the scope of this study, it is a good idea for future research to explore the moderating eff ect of culture.
Also, in order to control for the diff erence in brand values inherent in diff erent luxury fashion brands, this research only focused on the Louis Vuitton (LV) brand. Future research should try to conduct studies on other luxury fashion brands to test the generalizability of the results. It is also possible that LV is overexposed in emerging markets such as Thailand. It would be interesting to test how luxury brand overexposure aff ects luxury fashion brand values and how it is correlated to the eff ects of counterfeit proliferation on luxury brand values.
Another interesting direction for future research would be to control for the product category, such as belts and handbags, for each luxury brand. As diff erent products are used on different occasions, it might be advisable to study how results would diff er for diff erent product categories.
